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It's The Wrap, to be exact—a revolution¬ 
ary new cigarette packaging concept that is 
being introduced nationwide in late August 
by R. J. Reynolds Tobacco Co. for its 
(ktgship Winston brand. 

The Wrap, trademarked by Reynolds 
Tobacco as FlavorSeal, is the most signifi¬ 
cant advance in cigarette packaging tech¬ 
nology in almost 60 years. 

And only Winston has it. 

The Wrap, a materia] known as polyeth¬ 
ylene terephthalate, marks the tobacco 
industry’s greatest leap toward the goal of 
product freshness since Reynolds Tobacco 
introduced cellophane overwrap—the so- 
called “Humidor Pack”—in 1931. More 
significant for smokers, the introduction 
of The Wrap marks the latest—but not the 



last—step in the repositioning of Winston 
as the highest quality cigarette on the mar¬ 
ket. 

“The Wrap is a major technological 
breakthrough that helps make Winston the 
quality standard by which all other ciga¬ 
rettes are j udged,'' says Jim Johnston, chair¬ 
man and chief executive officer. The Wrap 
is a fresh new beginning for the Winston 
brand, 

"The Wrap is 10 times better as a mois¬ 
ture barrier and 1,000 times better as an 
air barrier than existing packaging materi¬ 
als. Thus it locks in moisture and flavor 


and shuts out air and aromas that damage 
freshness and quality. The Wrap can keep 
Winston cigarettes virtually as fresh as the 
day they are made for up to four times 
longer than conventional ovenvnq), 1 ' he says. 

Test groups of smokers confirm the im¬ 
portance of freshness to their perception of 
cigarette quality, and verify that The Wrap 
keeps the product noticeably fresher than 
conventional packaging. “Shelf-life stan¬ 
dards for the brand will not change with the 
introduction of The Wrap,” he says. 

Winston will continue to sell at the same 
priceasotherstandardpricebrands. “Thus 
the entire benefit of extra freshness is de¬ 
livered to the smoker as additional value of 
the product, not reflected by higher prices," 
Johnston adds. 
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RJR brands are, on average, a month 
fresher than competing brands at retail 
now, due to the company’s discontinuance 
of the practice of trade loading. The Wrap 
will extend this freshness advantage even 
further. “The Wrap will mean Winston al¬ 
ways tastes virtually (lie same as the day it 
is made," Johnston says. 

Two years in development by RJR, The 
Wrap is exclusively produced by the com¬ 
pany. A patent is being sought for the 
package. More such developments will 
demonstrate RJR’s “total dedication to es¬ 
tablishing Winston as a leadership brand 
and the highest quality cigarette in 
America," Johnston says. Other recent 
improvements to the brand include blend 
refinements, higher puff count, whiter 
paper, crisper printing, and a toll-free 
hotline for smokers to call with questions, 
comments, or complaints. 
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A similarprocess of improving, updating, 
and repositioning in recent years has reju¬ 
venated Camel, RJR’s oldest brand, into a 
dynamic, contemporary “big brand." "The 
company hopes to duplicate the process 
with Winston,” Johnston says. 

“We see The Wrap as part of a new 
beginning, something that gives Winston a 
fresh, new start as we reposition the brand 


1 


as a choice for the ’90s," he says. “Sales 
will play' a key role in transforming The 
Wrap into a competitive advantage in the 
marketplace,” Johnston adds. 

“We won’t succeed without the energy, 
dedication, commitment, and support we 
know we can count on from sales to make 


cause it looks better and reflects positively 
on their judgment and good taste in select¬ 
ing Winston," he adds. 

Actual comments from smokers demon¬ 
strate these positive responses to The Wrap. 
Schroer cites these typical statements from 
Winston smokers: 

“It makes me feel proud of smoking 
Winston." “I knew that I was smoking the 
best there is." 

Competitive smokers also reacted favor¬ 
ably: "For the first time in years, I feel like 
I’m smoking a fresh cigarette.” “Winston is 
definitely worth another try.” 

“The company is making the most of the 
marketing opportunities created by The 
W'rap with a fully developed, carefully or¬ 
ganized marketing program," Schroer ex¬ 
plains. 



this technological breakthrough a com¬ 
mercial success," he says. “Sales people 
across the country will be the key players 
in our continuing effort to Unwrap the 
Winner in Winston." 

The Wrap is a major technological ad¬ 
vance that confers a highly marketable 
benefit, one that is readily perceived and 
enthusiastically embraced by smokers, ac¬ 
cording to Jim Schroer, executive vice 
president - marketing and sales, 

“During the past year, we’ve tested The 
Wrap with smokers throughout the coun¬ 
try," Schroer says. “We’ve heard nothing 
but positive comments. 

"Across the board, smokers consistently 
rate Winston in The Wrap as fresher, better¬ 
tasting, smoother, and more satisfying,” 
Schroer says. “In addition to the percep¬ 
tions of better taste and greater freshness, 
we find that smokers love The Wrap be¬ 


“The FkvorSeal introduction is receiving 
heavy support through one of the most 
extensive and comprehensive marketing 
programs RJR has ever launched.” The 
company is “unwrapping The Wrap" with 
an out-of-home campaign to build smok¬ 
ers’ interest before they reach the store. 

“And once they’re at the point of pur¬ 
chase, smokers will find compelling offers 
encouraging them to give Winston a try," 
Schroer says. “The Wrap will be sup¬ 
ported with every weapon in our marketing 
arsenal—direct marketing, Winston 
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sive research among smokers has yielded 
nothing but positive results. Competitive 
smokers, in particular, told us they can taste 
the difference FlavorSeal makes,” he says. 

Both The Wrap and the dramatic style 
of its introduction will focus smoker atten¬ 
tion on Winston as a high quality, top value 
"big brand for the ’90s,” Iauco says, 

‘ The introduction will be supported with 
the biggest retail support program ever 
undertaken by Reynolds Tobacco, "he says. 
“The Wrap is a big idea, and it will be 
introduced in a big way—commensurate 
with its significance as the biggest fresh¬ 
ness breakthrough since cellophane.” 


Cincinnati, Ohio, ami Covington, keiiliiekv, Divisions 


motorsports, themed events—we're using 
every opportunity to highlight the appeal 
of FlavorSeal.” 

Schroer emphasizes the vital role that 
sales plays in a successful introduction of 
The Wrap. 

'To reach our goafs, we depend on a 
winning effort by safes people,” he says. 
They are the real engine ofWinston's drive 
to the top,” 

“All of die recent developments on Win¬ 
ston—product improvements, the new 
eagle quality hallmark, the smoker hotline, 
and addition of new box styles—have 'set 
the stage' for die ‘main event:' introduction 
of The Wrap this year, is well is further 
developments in the future,” according 
to Dave Iauco, senior vice president— 
marketing. 

“Not only does The Wrap offer freshness 
protection previously unheard of in the 
cigarette industry, but it also hits an incred¬ 
ibly high quality look,” Iauco says. “Exten¬ 












The marketing program for The t rap r 
a fully integrated campaign. KarJj , 4 ,^ 
is carefully orchestrated with tin- g, 

optimum impact and efficiency 

The campaign began August t) ^ 1 }, 
launch of a media and out-of hm: imro- 
ductoiy advertising blitz tliat m 

exciting, eye-catching, and 
statement for Winston. Plus, iV 
Winston has it' underscores how , S(; | IJS ^ e 
this new packaging is, and how only a 
brand like Winston can take tin- Itratlershjp 
stance to introduce anew imliiMiy^id^j 
of packaging. 

The campaign will continue with a mul¬ 
tifaceted promotional effort, j l | (: | 1 (( jj n „ 
B1G1F offers and liigh value premium 
items, such as T-shirts, caps, ami can angl¬ 


ers. Brochures tell die whole Wrap story 
for smokers and die trade. 

TV Wrap la aggressively supported by 
a hill array of innovative and impactful 
merchandising fixtures and point-of-sale 
pieces. The materials range from distinctive 
canon ,md package units and change mats 
to deeds ami window banners, all designed 
and iwnlhwtwl to create the kind of in- 

storeptvsencellutahigbrandhke Winston 

and .1 major technological breakthrough 
like The Wrap deserve. 

■‘We hare put together a total package for 
the intnxluction of The Wrap," says John 


Drew, director—salesin the Winston brand 
business unit. “The promotions, point-of- 
sale materials, and advertising all commu- 
nicateamessage of quality and freshness for 
Winston," Drew says. 

“It’s certainly exciting news for the Win¬ 
ston brand family, and based on the enthu¬ 
siasm I’ve seen at division meetings, field 
sales is all geared up to make a tremendous 
impact at retail," Drew adds. “This is 
the opportunity' our sales people have 
been waiting for." 

“Direct marketing drives and sampling 
at retail and Winston motorsports events 
will aim at maximum trial and conversion 
by competitive smokers,” adds Fran 
Creighton, senior marketing manager for 
the brand. “Meanwhile, smoker studies 
suggest strongly that franchise smokers 
support The Wrap enthusiastically, as a 
positive step and a benefit for their brand," 
she says. 

“The Wrap looks like the kind of positive 
advance that encourages trial and conver¬ 
sion, without changing the brand and nega¬ 
tively impacting the franchise,” Creighton 
explains. “Winston will be the ultimate 
choice in quality for smokers who do not 
want to compromise.” 
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“The Winston Wrap introduction will be 
as successful a campaign as we’ve worked 
in years. I'm looking forward to reclaiming 
our number I position." 

Rudy Peel - Philadelphia, Pa., dimian 

"The Winston Wrap campaign looks like 
a real winner! It's great to see RJR stirring 
up some much needed excitement in our 
industry, With the tools we have been given 
to work with, that Marlboro horse could 
become a bucking bronco." 

Kathleen CasseUa - Tampa, Fla., division 

“The new Winston Wrap will be a smash¬ 
ing success. The key for the sales force is 
to educate the consumer and initiate trial. 
Once they try it, they will stick with it." 
Edward .{gner - Columbus, Olrio, division 

‘The new Winston Flavor Seal is going 
to be a great innovation." 

Milton Alexander, Jr. ■ 

Orange County, Calif, division 


“Winston Wrap will be great, Glad we are 
getting on the right track.” 

Mary O’Brien ■ Peoria, IB., division 


‘The nevvWinstonisagreat idea. I can’t 
wait to put die game plan into play.” 

Mickle Shoiin - South Seattle. 

Washington, division 


“The Wrap for our Winston brands will, 
I believe, revolutionize the way people think 
about the freshness of tobacco products. If 
people really want freshness, flavor, and 
great taste out of a cigarette, then Winston 
should be their choice." 

Roy Walker, Lexington, Ky., division 

' 'You have given us an improved Winston 
and the assistance to impact volume the re¬ 
mainder of 1991. We have the promotion, 
the people, and product and we will reach 
our goal." 

Junie Sweeney - Tupelo, Miss., division 

“The Wrap Winstons look great! This is 
the best thing to happen to Winston during 
my, 11 years with die company.” 


“After attending the meeting on the 
Wrap and being a regular Winston King 
smoker for 26 years, I was amazed at the 
difference in the taste of the product. 
Winston still has good taste, but the flavor 
is smoother and more satisfying." 

Larry Stahl ■ Sioux Fads, S.D., division 

T was introduced this week to the Win¬ 
ston Wrap. I really feel this is getting back 
to the basics with an innovative idea. This 
goes to show we, at RJR, will not sit on the 
porch long." 

Terry Samuel - Macon, Ga„ division 
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SALES REPRESENTATIVE ORIENTATION 
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Continuing a rich sales department tra¬ 
dition of growing people for success, 181 
sales representatives met in Winston-Salem 
on June 10—14, They were there to take 
part in the 1991 sales representative orien¬ 
tation under the direction of Training and 
Development Manager Barbara Simians. 

In his opening remarks to the group, 
Executive Vice President—Sales, Yancey 
Ford, promised “an unforgettable experi¬ 
ence as you get a first-hand view of the best 
sales organization and the best company in 
the business.” His promise was fulfilled on 
Friday of orientation week when Mary 
Kubinak of the Alexandria, Va., division 
summed up the meeting as “an experience 
of a lifetime.” 

The red carpet was rolled out for the 
sales representatives. As they toured manu¬ 
facturing, research, andotherkey facilities, 
they gained a better understanding of the 
vast amount of company resources back¬ 
ing them in their retail calls. 

While cocktail receptions, dinners, and 
the Tanglewood outing provided ample 


opportunity to socialize, it was the business 
aspects of the orientation that fueled many 
thought-provoking questions to manage¬ 
ment. The inquisitive group asked some 
tough questions, and they got straight an¬ 
swers. 

Ford was candid in telling the sales rep¬ 
resentatives that what we need to do as a 
company, and, particularly, as a sales or¬ 
ganization is, “win the war in the store,” He 
emphasized that the sales representatives 
can make a difference by intensifying their 
effort in the last six months of the year. 

Sam Hendrix, vice president—sales pro¬ 
motion and merchandising, directed his 
remarks to the chief mission of our com¬ 
pany. “We work for the smoking public,” 
he said, "and every ounce of our collective 
energy must be targeted toward the con¬ 
sumer of our products.” 

Much of the presentation material fo¬ 
cused on the company’s merchandising, 
promotion, and marketing plans for the 
remainder of the year. Dave Iauco, senior 
vice president—marketing, treated the 


sales representatives to an exclusive un¬ 
veiling of Winston’s total commitment to 
quality with the introduction of a new 
packing innovation called The Wrap. 

The state of the business and our future 
direction were the main topics in presen¬ 
tations byjimjohnston, chairman and CEO, 
andjim Schroer, executive vice president- 
marketing and sales. 

As always, the sales representatives were 
vety interested in “telling it like it is" and 
“hearing it like it is.” Breakout sessions 
with their area vice presidents provided the 
opportunity to present their ideas and 
voice their concerns to the top sales man¬ 
agers in the field. 

In closing the orientation meeting, Ford 
paid tribute to “an extraordinary group of 
talented individuals.” “I’m very proud of 
you," he said, “andl know your managers 
are just as proud You are the future of our 
company, and, based on our impressions 
of you this week, our future is in good 
hands." 
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Many independent retailers receive dis¬ 
plays from direct accounts. If the $ 1.50 dis¬ 
play payment were paid by the direct ac¬ 
count, it would save time and money for 
RJR. Instead of writing multiple checks, one 
payment could be made by RJR to the direct 
account. 

REPLY 

This method of payment is possible, and 
you brought up several benefits. However, 
there are several reasons it may not be 
practical or desirable. One reason is the 
need to track display placements to types of 
outlets, This is bestaccomplished when you 
record the payment In the hand held com¬ 
puter. Also, there is a good chance that 
some stores could be paid twice, once by 
the direct account and again by the sales 
representatives. Anotherpotential problem 
would be the method of payment by the 
direct account. Some states, for example, 
prohibit a direct account from crediting a 
display allowance on a customer’s invoice. 
And finally, the process w ould require ad¬ 
ditional administration time and commu¬ 
nication at the division level. So, the simple 
answer is yes, it can be done, but the nega¬ 
tives outweigh the positives, 


COMMENT 

One of the most restrictive anti-smoking 
campaigns was stopped recently in Walnut 
Creek, Calif. Although the issue is far from 
dead, our efforts, as well as others, forced 
the City Council to consider making exten¬ 
sive changes. 

REPLY 

Congratulations! The company is very 
active in fighting smoking restrictions on a 
federal, state, and local level. However, the 
most effective voice for smokers’ rights is 
voters who express their views to (heir 
elected officials. 

comm 

There was excessive work to be done in 
each retail call due to the Sterling/Magna 
price reduction. The better job we did in¬ 
troducing and maintaining stock levels on 
these brands, the more it cost us in reduced 
call count. Is this fair? 

REPLY 

Everyone associated with the Sterling/ 
Magna buydown in the brand group and 
sales management realized that it was not 
going to be an easy task. It could have been 
accomplished in a much easier manner if 
we had waited iintiljuly to proceed. Reality 
is that, in repositioning Sterling and Magna 
against a barrage of intense competitive 
activity, we could not afford to lose three 
months. We fully realize the amount of 
work associated with the repositioning, 
and applaud your efforts in making it a 
success. 


comment 

I saw a billboard for Winston Ultra Lights 
Box this week. It just said “New Rich 
Winston Ultra lights," but didn’t say “box.” 
What is the reason for this? 

REPLY 

Competitive lights smokers are the main 
targets for Ultra Lights. Although a smoker 
may trade down from Lights to Ultra Lights, 
it’s important that “taste" is not compro¬ 
mised. With new Rich Ultra Lights, “rich” 
was chosen to convey' "taste.” The box 
product was visually shown by the open 
flip top. We carefully balanced the layout 
of the billboard to assure readability and 
to maximize all elements. 

COMMENT 

In the future, could we illuminate our 
Preferred Presence units by batteries? 
Many retailers do not keep them consis¬ 
tently lighted. It would be much easier if 
each unit had its own battery for power. 

REPLY 

This is a good suggestion, and we have 
pursued it. But, standard batteries would 
not last long since lights run for sixteen 
hoursormoreaday. Sales reps would have 
to carry' a large quantity of replacement 
batteries. We looked into rechargeable bat¬ 
teries, which are recharged every few days. 
But most retailers, we expect, would not 
be thrilled to perform this service for us. 
We will continue to explore new technol¬ 
ogy to light the units, but using AC power 
is the most practical method for now'. 


Source: httnfi://www.inriiifitrvrinniimentfi iinsf eriii/rinnfi/hnfnnmfl. 
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comment 

It would be very helpful if the sales rep- 
resentativcs could receive shipping tickets 
earlier. On averse, I receive merchandis¬ 
ers wo days before I receive the ticket. If 
it were the other way around, we could 
plan our work more effectively, and stores 
wouldn't have fixtures in the backroom 
as long. 


We sliip from several locations in the U.S., 
but we mail all shipping tickets from Win¬ 
ston-Salem. As soon as we receive confir¬ 
mation that an order is shipped, the ship¬ 
ping ticket is mailed—usually on the same 
day. Then it's simply a matter of who’s 
faster—the truck or the U.S. Post Office. 
You are in the Mid-Western sales area. It 
is likely that an order filled by our Pick & 
Pack Center in Chicago would reach you 
faster than the shipping ticket. However, on 
die West Coast, the shipping ticket would 
probably arrive faster than material ship- 
pedby ourWinston-Salem Lentz Warehouse. 

comment 

I feel we need to make a greater distinc¬ 
tion between Sterling Menthol and Sterling 
lights Menthol packs. The cartons are at 
least different enough in color that a con¬ 
sumer or retailer can tell them apart. 
However, die packs are almost identical. 

REPLY 

Toaddressthisconcem,wearenowevalu- 
ating some graphic and color changes for 
our Sterling Mendiol styles. We should have 
it resolved with new packaging in the third 
quarter of this year. 


comment 

I feel it would be a positive step if the 
people in our marketing department 
worked in the field on a regular basis. 

REPLY 

Marketing managers rely heavily on the 
field sales force for successful implemen¬ 
tation of brand strategy'. Knowing the mar¬ 
ketplace and the intensity of competition is 
essential. Marketing people travel to the 
field regularly, Advertising agency person¬ 
nel also take frequent trips to the field, as 
well as key personnel from many depart¬ 
ments, including manufacturing and re¬ 
search and development. These people 
work with sales reps to get a better under¬ 
standing of what they are asked to accom¬ 
plish in a typical work day. This experience 
helps them appreciate your important con¬ 
tribution to die company. Please note this 
response from members of the Process 
Technology and Development Department. 
Dear Yancey: 

1, and two of my managers, recently 
had the privilege of meeting and working 
with three of your sales representatives 
from the Dallas/Ft, Worth area. You can 
take great pride in the hard work and 
dedication displayed by George Morris, 
John Bishop, ami Kristi Trimm. The}’each 
are true Ambassadors ofRJR and repre¬ 
sent our company in an outstanding 
manner. I was extremely impressed by 
their enthusiasm and desire to win in tlx 
marketplace. On behalfofCharlie Man¬ 
ning, Ralph Barrow, and myself thanks 
again. I hope we were not too disruptive 
toyoursalesrepresentatives 'schedideand 
routine. / can assure you that we 
benejtttedgreatlyfrom the exposure and 
knowledge gained from the trip. 

Sincerely, 

Dan R. Pugh 
Staff Vice President 


A PERSPECTIVE ON VOLCHE 

While developing the sales and 
marketing plans for the Atlanta local 
leverage market, Charleston, S.C., 
Division Manager Pat O’Mara gave 
considerable thought to how these plans 
could affect volu me. 

O’Mara put his thoughts in memo 
form and sent them to all his sales 
representatives, His perspective works 
not only for local leverage divisions, but 
for everyone in field sales who believes 
they have a direct influence on volume. 
Here is his memo. 

I Can’t Affect Volume... 

That’s what I used to say in the old 
environment of RJR. When the mentality 
was that trade loads were the answer to all 
our woes. The amounts were dictated to 
me and, as long as I satisfied my given 
objectives, all was right in the world. I can’t 
affect volume because volume is set. 

I Can’t Affect Volume... 

That’s what I still said after trade loading 
ended, because then I had a new excuse. 
Allocations are tight and restrictive, and 
won’tallow me to do business. I can’t affect 
volume because I'm being handcuffed. 
Can I Affect Volume?... 

I’d better. The marketplace is chang¬ 
ing, and if 1 don’t change with it, I'll 
affect volume all right—negatively. It’s my 
job to determine the demands of the 
smoker and respond to those demands 
positively and aggressively. 

I Can Affect Volume... 

Volume is nothing more than one 
smoker picking up one pack of RJR 
product. ''Shen I lose sight of that, I lose 
sight of my job. I affect volume by reaching 
that smoker with the product and 
promotions that meet their desires... better 
than anyone else! If I do that properly 
and often enough, I can affect volume. 

I Can Affect Volume...If I Try. 
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Division Manager Chuck Pettett 
of the Grand Rapids, Mich., 
division, used his creativity to 
enlist “Old Joe's" help in 
making a point on merchandis¬ 
ing contracts at a division 
meeting. Ron Evans, area vice 
president—North Central sales 
area, sent the artwork to the 
Sales Merchandiser noting, 

“This points out some of the 
creativity dial is going on and 
has always gone on in the 
field.” What will be “Indiana 
Joe's" next smooth move? 

Let us know, Chuck. 
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1 low do you define a quality call? Who sets 
the parameters by which vve judge whether or 
not a quality call has been made? 

Answers to those questions begin with the 
training and direction you receive from your 
managers. Certainly, they set the guidelines 
and objectives that determine what specifics 
you should accomplish in a call. Therefore, 
when you do what you're told to do, you've 
made a quality call. Perhaps that is the simple 
answer. Perhaps not. 

Two contrasting thoughts come from sales 
representatives who expressed their views in 
the Comment section on their Expense Re¬ 
port. One said, "There are certain months 
when sales representatives are given too 
many projects to do. The result is, we work 
aprogram as well as we can, butweean never 
maximize its potential in our calls.” 

Theother sales rep had a different perspec¬ 
tive. "Here is a good philosophy we all need 
to adopt. Instead of making a call, make a 
difference. If we all did this in every call, it 
would make a great difference." 

The workload in today's competitive area 
is demanding and complex. No one will deny 
that. We ask sales representativ es to perform 
a greater variety of tasks in their calls. The 
professional sales representative, who sees an 
increasing workload as tlireatening the qual¬ 
ity of his calls, often feels that management 
doesn't really are if quality gives way to 
higher levels of m-store performance. There¬ 
fore, the sales rep may feel he is pleasing his 
managers, yet he’s frustrated at what appears 
to be a lowering of personal standards. 

What if, on the other hand, the sales rep 
walked out of the call knowing he made a real 
contribution to building the company’s busi¬ 
ness. Doing what’s important in every call 
can crate a whole new change in attitude. 
Regardless of die constraints, there is always 
enough time to do what's important. 


We are facing a critical and challenging 
time in our business. National Work Plans 
or the “one size fits all” approach is giving 
way to local leverage marketing on a store- 
by-store basis. Last year, Boston tested the 
local leverage marketing concept, It 
proved, with dramatic results, that local 
sales representatives, using their knowl¬ 
edge and creativity, can be skillful mar¬ 
keters at retail. 

We're turning the comer, slowly at 
first, but steadily toward an entirely new 
era. It heralds the birth of a 
new kind of sides organiza¬ 
tion. Your work will be 
none-the-less demanding, but 
it will be more challenging. 

You will have the opportunity 
to make a difference 
because you will be 
calling the shots at retail. 

No one knows a retail 
store better than the 
person who makes the 
call. We want to use 
your knowledge to 
grow our business at 
retail. 

You will define the 
quality call—not Yancey 
Ford, not your regional 
manager, or your division 
manager. Your managers 
are there to guide and 
support you. But you alone 
will experience the satisfac¬ 
tion of making a difference, 
not just a call. And what a 
rewarding experience it 
will be. 


DOmilST 
MAKE A CALL. 

MAKE A DIFFERENCE 
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Camel is King 
at Mobile 
Mardi Gras 

Everybody associates Mardi Gras with 
New Orleans. But it Is a major community 
event—and sales opportunity—in other 
cities in the area, including Mobile, Ala. 
The Mobiiedivision capitalized on theevent, 
transforming“Smooth Character" JoeCame! 
into a Mardi Gras superstar. As a result, 
there was a corresponding surge in expo¬ 
sure—and sales—for the Camel brand. 

Division-wide, Mobile repsplaced34,000 
Joe Camel Mardi Gras T-shirts. Each T-shirt 
was free with a three-pack purchase in out¬ 
lets along Mardi Gras parade routes. A typi¬ 
cal location was Ed’s Place, where Territory 
Representative Edwin Clement placed a 
1,500-pack, 500-T-shirt display. Smoker 
response at Ed’s was immediate—and 
typical of smoker reaction throughout 
Mobile. Customers snapped up 90 of the 
three-pack units while Clement was 
building the display. 



“The T-shirts were a tremendous suc¬ 
cess,” said Mobile Division Manager Rich¬ 
ard Mitchell. "This shirt has been displayed 
more than any other shirt I have seen 
worked to dale. They were worn at all the 
parades. It was not unusual to see 50 to 
100 Camel T-shirts at once at a parade in 
Mobile," Mitchell said. "The exposure that 
Camel has received from this promotion 
will most definitely increase consumer 
awareness and future trial,” he added. 


Hard Pack Platform Laiutdied 


Camel may have the Hard Pack, but Area 
Sales Representative John Hudson, of the 
Innsing, Mich., division, packs a waUop in 
building package promotion platforms for 
Joe and his gang. 

hi a recent four-week period, Hudson 
searched out opportunities in his assign¬ 
ment that would: ensure in-store package 
and promotional units for RJR and build 
business. He installed 3', 4’, and 5’ pro¬ 
motion shelf units with spring-load consoli¬ 
dation in several of his calls. Plus, he sold 


a spring-load consolidation, with an exist¬ 
ing carton rack, in a high-volume store. 
This move thwarted the competition's at¬ 
tempt to replace our carton and pack racks 
with a $3,000 bonus. 

In addition, he consolidated Doral Sav¬ 
ings Centers and competitive savings cen¬ 
ters with our carton racks or permanent 
dump bins, eliminating monthly RJR pay¬ 
ments. Hudson’s efforts secured a launch¬ 
ing platform for our lull-price brands and 
a permanent home for the savings segment. 


‘Indy’Mission 
Gets Results 

The Consumer Mission program is get¬ 
ting impressive results in Indianapolis, 
according to ‘Indy’ Division Manager Mike 
Purviance. 

“We finished 1990 very strong. That mo¬ 
mentum has carried over into 1991,” 
Purviance said, "The division’s reps gained 
competitive trial by almost three-fourths 
(74percent) ofsmokerscontactedlastyear. 
Contacts have almost doubled in 1991, 
while the conversion rale has increased to 
80 percent, 

Leading the way in Consumer Mission 
accomplishments is AreaSales Representa¬ 
tive Manny Tolendno. Tolentino averages 
seven contacts a day, with an 82 percent 
success rate, 

“I feel as though I've really accomplished 
something big when I convert acompetitive 
smoker to an RJR brand,” Tolentino says. 
“Not only do we gain potential customers, 
but I feel good when 1 can put a smile on 
a smoker’s face.” 

The 'Indy 1 division is off to a good start 
with Consumer Mission, In just a few short 
months, the reps have progressed, turning 
“Mission: Possible" into “Mission; Accom¬ 
plished." 
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Self-Service Wins 


The issue of self-service versus non-self¬ 
service surfaces from time-to-time in most 
Money is important to retailers. Particu- less than one-third the size of the competing majorchains. LisaHolsclaw, drug/GM mer- 

larly when the competition is offering the proposal. But he aggressively sold the ac- chandiserforthe 120-store Kroger branch 

trade hugh program payment plans and count on the quality." and profitability of the in Atlanta, Ga., found herself in the middle 

bonus incentives. But with merchandising, RJR systems. liming also provided fixtures of that debate with Kroger management, 

retailers cannot choose a system on the thatwerecolor-coordinatedwiththechain's She asked the Atlanta chain accounts man- 

basis of money alone. It is reassuring to decor. In doing so. he proved the value of ager, Donnie Cooper, for his assistance, 

leant that some retailers are still looking RJR's commitment to service and aistomer Cooper prepared a presentation to 

for quality", service, and sales results. satisfaction. Plus he showed outstanding Kroger outlining the positive benefits of 

Retail RepresentativeDvvightLimingoftlie communication and coordination skills self-service merchandising. As a result, the 

Fargo, N.D., division, knew that RJR mer- with the Home Office and the supplier, chain agreed to leave cigarettes on the 

chandising leadership offers more value The result was a successful defense of sales floor in all stores, 
than dollars alone. The competition offered RJR’s commanding position of merchan- In addition, Cooper gave the presentation 

afatbonustoHugo’sStores,ahigh-volume, dising leadership in this important, high- to each Kroger zone manager and zone co¬ 
seven-store chain based in Grand Forks, volume chain. Hugo’s not only rejected the ordinator for use in future management 

N.D. The competition hoped to replace RJR competition’s lucrative bonus, but also training. Cooper's response to Kroger is a 

units with its carton and package merchan- renewed its commitment to RJR for classic example why RJR is considered the 

dising system. three more years. “expert consultant” in cigarette merchan- 

Liming's counter offer included a bonus dising. 
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Doral Fights Back in Kentucky 



With the ever-increasing growth of the 
Savings segment and the sub-generic cat¬ 
egory in eastern Kentucky, the Charleston, 
W. Va, and Lexington, Ky., divisions joined 
forces to protect their Doral business. 

A “Doral 1st of the Month” program was 
developed with primary emphasis on the 
eastern Kentucky border. There, smokers 


from adjoining West Virginia and Ohio can 
realize savings up to $ 1.50. 

Sales reps in the two divisions identified 
high-volume‘TstoftheMonth”callstopre- 
book extra Doral product for delivery the 
last week of each month. Part-time Sales 
workers worked the calls, placing Doral 
coupons on product infloordisplays. Point- 
of-sale was used on all Savings Centers and 
Door units to convey Doral savings to con¬ 
sumers. 

Many stores reported that Doral out-sold 
all competitive products two-to-one, even 
with sub-generics maintaining a price ad¬ 
vantage. The Charleston and Lexington 
divisions showed that Doral can fight back 
with superior inventory levels, brand expo¬ 
sure, and a competitive price. 



Magna In-Store 
Presence 

Pamela Arthun, of the North Denver 
division, seeks every opportunity to gain in¬ 
store presence for RJR brands. Arthur stra¬ 
tegically placed Magna ash canisters in 13 
high-volume locations of Mini Mart. 

These canisters are highly risible to shop¬ 
pers and effectively communicate Magna’s 
price. 


Driving Fnll 
Price volume 

Typically, when you think of volume op¬ 
portunities at Indian Store outlets, those 
opportunities are directed to mass displays 
and multiple carton purchases. 

But Area Sales Representative Aubrey 
Self of the Salt Lake City, Okla., division, 
also thought of full-price volume. He built 
an 810-carton, multi-brand display in the 
Trading Post Indian Store in his assign- 
menu He not only sold the store on placing 
the display, he gained prime floor space 
directly across from the carton merchan¬ 
diser. 


Source: httPs://www.industrvdocitn^DlsjJi^LediiZdQcsZhj3lQQOQQ 
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Evansville 

The reps in die Evansville, Ind,, area 
recently attacked the lingering pockets of 
competitive activity that rem;iined in their 

assignments. 

Buehler's Markets, a high-volume, 19- 
store chain, provided many sales opportu¬ 
nities for Special Accounts Manager David 
McCurdy. Selling each store individually, 
McCurdy placed four express checklanes, 
four Flex units, two combination pack/car¬ 
ton fixtures, and a Savings Center consoli¬ 
dation in five stores. In doing so, McCurdy 
replaced 14 competitive units. 

McCurdy also sold Covington IGA, a high- 
volume, six-store chain, on express 
checklane units, universal package fixtures 
at checkout, electronic security for one 
location, and a Hex Savings Center con¬ 
solidation. That win replaced several com- 
|K*iing fixtures. 

Area Sales Representative Tom Howard, 
after two years of persistent efforts, won 
Charlie's Foodtown in Franklin, Ky. 
Howard replaced three competitive units 
with a Flex end-cap with electronic security, 
an in-line Flex Savings Center, and a spring¬ 
load end-cap. 

Republic Gets 
Preferred Presence 

Special Accounts Manager Colin 
Iffindell of the Cincinnati, Ohio, division, 
sold the 24-store Republic Oil convenience 
chain RJR’s Preferred ITesence program. 

Each store has a lighted PG) unit at the 
number one cash register position, 
complimented with a lighted promotional 
floor stand unit. The units accommodate 
two 72-tray Doral shelves and three pro¬ 
motional dump bins. 

In addition, point-of-sale placements in¬ 
clude a 15" x 49", two-sided, illuminated 
sign hung in the front window. 

Uffindeil’s effort is paying off in higher 
RJR share and improved brand presence 
in Republic Oil's high-volume convenience 
stores. 



Training and Development Manager 
Mark Goring supervised the division’s re¬ 
sponse to the competition’s Cambridge 
MassDisplavprogram. Goring'steam (Area 
Sales Representatives Bryon Quast, Bob 
Denny, Mary McCarty, Ron Reeves, Joanne 
Massey, Delores Hahn, and Tom Howard) 
and Sales Representative Cynthia Breedlove 
sold mass Doral displays to ait initial 
targeted group of 25 outlets. The displays 
totalled 11,580 cartons. Thedivision grand 
total was 115 displays and 61,425 cartons. 


The program boosted Doral sales, and 
helped the brand maintain its market lead 
in the savings segment. 

Goring and Hahn also sold the Conve¬ 
nience Preferred Presence program to two 
key, high-volume chains: Food Mart, with 
10stores,andseven Express Martlocations. 
Both chains accepted lighted counter dis¬ 
plays, andExpressMartplacedexclusiveRJR 
overheads. 


Doral Leads'Indy’ 
Savings Race 

Current sales figures indicate that Doral, 
the leading savings brand in Indianapolis, 
showed strong growth in 1990. Better yet, 
that growth apparently is at the expense of 
Cambridge, the Philip Morris savings 
brand. Despite heavy promotional activity 
last year, Cambridge’s local market share 
declined, while Doral’s share rose. 

The ’Indy’ division widened its lead in the 
savings-segment race by strategically plac¬ 
ing Doral mass carton displays in selected 
key accounts. During the last quarter, for 
example, 68 Doral displays were placed in 
high-volume accounts. These displays av¬ 
eraged more than 300 cartons each, and 
featured a product with coupon and 
prominent price signs. 



"Our Doral Mass Display program al¬ 
lowed us to capture additional volume for 
Doral, at the expense of Cambridge," says 
Area Sales Representative Jim Johnston, a 
21-year sales veteran. “By monitoring 
turns carefully, we can assure product 
freshness, and achieve maximum sales 
results on Doral.” 
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Oregon Stores Accept Pack Fixtures 


If at first you don't succeed—maybe you 
just haven't yet figured out exactly what 
your customer wants. It took two years of 
determined selling effort for Paul Sch wehn, 
training and development manager in the 
Eugene, Ore., division. But Schwehn's 
persistence finally paid off at Food Value, a 
high-volume, 10-store grocery chain in the 
Eugene area. 

Concerned with pilferage, Food Value al¬ 
ways had preferred non-self-service ciga¬ 
rette sales, using a back-bar fixture, Two 
years ago, Schwehn presented RJR’s elec¬ 
tronic security system tothechain; butFood 
Value rejected it. Undaunted, Schwehn 
repeatedly tried to sell the chain on RJR 


packageprograms. He even placed afixture 
in one store as a test—but without success. 

Finally, Schwehn showed the customer 
something he wanted: the new wood, uni¬ 
versal package merchandiser with the pro¬ 
motional topper. He emphasized two ad¬ 
vantages gained by removing the back-bar 
units; inventory savings and less stocking 
time, and improved customer conve¬ 
nience. The customer also liked the one- 
week delivery and installation time for 
all 10 locations, 

Schwehn's success story took a long 
time to unfold, but it finally came to a 
happy ending—forthe store, its customers, 
and RJR. 


Doral Storm 
Sweeps Chicago 

South Chicago division reps recently sold 
up a storm. They swept through their as¬ 
signments in theWindy City, selling the Doral 
Opportunistic Mass Floor Display program 
toqtialifiedaccounis. Participating retai 1 c rs 
maintained a500-carton mass floor display 
of Doral throughout the three-month pro¬ 
motion. They' also placed banners, point- 
of-sale, and impact pieces that communi¬ 
cated Doral’s price message. 

Sales reps and special part-time Doral reps 
restocked the displays at participating 
stores each week. Retailers received a 
maintenance bonus and another bonus 
for every carton pre-booked or order- 
booked for the promotion. 

The program was a big success, with 200 
cases of Doral pre-booked and displayed, 
and 10,000 $3-off coupons placed in the 
highest-volume accounts. Management 

VI 


reports that not only did sales increase, but 
there was also a strong gain in brand pres¬ 
ence. The division looks forward to more 
promotions like this in the future. 



Sioux Falls 
livision Gears 
Up For Sturgis 

The Sioux Falls, S. D., division is gearing 
up for yet another “Black Hills Motor Clas¬ 
sic” in August. 

The annual 10-day event draws 350,000 
motorcycle enthusiasts to the relatively 
small town of Sturgis. Predictably, Old Joe 
will be there, helping division team mem¬ 
bers and making sure the Camel brand is 
well represented in area stores. Last year, 
the division placed 300 displays, 875 ban¬ 
ners, and 50,000 three-pack promotional 
units that featured a free Motor Classic T- 
shirt. Their effort generated an additional 
15,000 carton sales for Camel. The division 
expects to top those results this year. 


Cigarettes and 
Lottery, (no 

Area Sales Representative Steve Pesek of 
the Dayton, Ohio, division, combined inge¬ 
nuity with superior RJR service to build an 
exclusive cigarette/lottery sign-up Express 
Checkiane display in Schroeder’s 
Englewood Foodtown. 

Pesek, at the request of the store owner, 
utilized a two-sided dump bin and custom¬ 
ized it to provide a sign-up space for shop¬ 
pers to play the Ohio lottery'. His creativity 
paid off. The owner authorized additional 
RJR placements, including a 6' x 4’ Flex 
unit and a combo spring-load package 
merchandiser. 
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Ohio Stores 
MOToRJO 

Two Foodcenter supermarkets in 
Marietta, Oliio, were showcases for com¬ 
petitive carton and package merchandis¬ 
ing. But, winning sales representatives 
succeed by capturing the trade from the 
competition. That means every outlet is a 
sales opportunity—especially outlets that 
are controlled by the competition. 

That was the way Area Sales Representa¬ 
tive Jim Herman of the Columbus, Ohio, di¬ 
vision viewed the two Marietta Foodcenter 
locations. These stores had switched to 
competitive merchandising four years ago, 

But Herman displayed ahigh level of per¬ 
severance and patience. He kept in contact 
with Foodcenter management, gradually 


building rapport and offering superior 
personal service. By the time the 
competition’s merchandising arrange¬ 
ments were due for review by Foodcenter 


managers, Herman was ready. He won 
exclusive RJR merchandising at both loca¬ 
tions, incIudingFlex carton units andspring- 
load package fixtures. 



Persistence pays—just ask our success¬ 
ful sellers in the Fort Wayne, Ind,, division. 

The two Miller’s Supermarkets in the 
division were showcases of competitive 
merchandising for years. But, that did not 
discourage Area Sales Representative Mark 
Carboni. Carboni continued to present RJR 
merchandising to the account. His persis¬ 
tence paid off when the supermarkets re¬ 
placed the competition with exclusive RJR 
package and carton merchandising. 

Persistence had another victory. .Area 
Sales Representative Ken Lee and Special 
Accounts Manager Henry Seibel replaced 
competitive fixtures with RJR carton and 
package units in all five locations of 
Gerber Bros. Supermarkets. 

All sevenMiller’sandGerber Bros, stores 
are in prime, high-volume locations, and 
have a combined weekly volume of more 
than 7,000 cartons. Installed in the stores 
were 96 feet of Flex carton fixtures and 56 
feet of spring-loaded package units. 

The division also promoted its Dorals 
effectively and productively. Responding 
directly to a mass display campaign by 
Cambridge, RJR reps placed 20,000 car¬ 
tons of Doral in selected high-volume loca¬ 
tions, Doral clearly outsold Cambridge at 
the locations where both brands were dis¬ 
played. The Cambridge Mass Display pro¬ 
gram has not been repeated. 
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RJR Preferred 
in Peoria 

PeoriaDivisionTrainingandDevelopment 
Manager Kevin Warden reports that RJR 
merchandising is preferred in Peoria, Ill. 

Recently, Peoria reps scored impressive 
sales achievements, usually at the 
competition's expense, and despite inten¬ 
sive competitive activity. They placed 46 
package preferred presence displays, 11 
express checklane displays in high-volume 
supermarkets, six universal package mer- 
chandisers, and three overheads. 

Peoria reps also replaced four competi¬ 
tive Savings Centers with RJR units in the 
Thompson Food Basket chain. In the face 
of a much higher competitive bonus offer, 
they maintained RJR merchandisers in one 
eight-store grocery chain. 



Consolidation Sells in Denver 


Area Sales Representative Doug 
Schnitker of the South Denver, Colo., 
division, successfully sold a Doral 
consolidation concept on Savings Centers, 
to all three of his Osco Drug Stores. 

Store management at Osco was looking 
for a wav to eliminate the front-end 


clutter of numerous competitive Savings 
Centers. Schnitker had the solution to 
accom-modatc the managers and, at the 
same time, put Doral in a prime position in 
the stores. By consolidating the Savings 
segment in one location, he expanded 
pro-portionate space to ourfull-price brands. 
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ASR On A Mission Part-time Secretmy Wins Hero Award 


Area Sales Representative, Renee 
Duszynski of the Syracuse, N.Y., division, 
wants to convert as many competitive 
smokers as she can. 

Using the Consumer Mission personal 
approach, she recently contacted 223 com¬ 
petitive smokers. With apositive attitude and 
a winning personal sales message, she 
converted 176 of these competitive smok¬ 
ers to RJR brands. 


Sherry Hagan, of the OklahomaCity Chain 
division, earned the Carnegie Medal from 
the Carnegie Hero Fund Commission. 

On May 15, 1990, Hagan stopped at a 
convenience store where she saw a car, 
parked on an incline, begin to roll back¬ 
wards toward a busy highway. In the car 
were three children, left alone, while their 
mother went into the store. 

Instinctively, she left her own vehicle and 
pursued the runaway car, nowrollingfaster 


toward certain tragedy. She reached the 
steering wheel and turned the car from 
harm's way. In her efforts, however, she 
fell. Pinned tinder the car, she sustained a 
serious injury that resulted in extensive 
hospitalization. Fortunately, she has re¬ 
cuperated from her injuries and is now 
back at work. 

Hagan extends herappreciation to every¬ 
one who supported her in so many ways 
during her recuperation. 


So 
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Karambelas & Young 
Promoted In Regional 
Managers 

The Chicago and New Orleans regions 
have new managers. 

Sam Karamhelas was promoted to re¬ 
gional manager of the Chicago region. He 
was chain accounts manager of the North 
Chicago chain division. 

Greg Young, who was assistant regional 
manager in the Winston-Salem region, was 
promoted to regional manager in the New 
Orleans region, 

Karamhelas joined the company in 1979 
■as a sales representative in the Sacramento, 
Calif., division. There, he was promoted to 
area sides representative the followingyear. 
He became assistant division manager in 
the Oakland, Calif., division in 1982 and di- 



visionmanagerinthe Wichita, Kan,, division 
in 1984. In 1987, Karamhelas was pro¬ 
moted to sales training-vending/military 
manager for the Mid-Western Sales area. 
Karamhelas was appointed chain accounts 
manager in the North Chicago Chain divi¬ 
sion in 1989. 

Young joined the company in 1972 as a 
sales representative in the Charlotte, N.C., 
division and was promoted to area sales 
representative the following year. He was 
promoted to assistant division manager in 



the Greenville, S.C, division in 1978 and to 
division manager in the Annapolis, Md., di¬ 
vision in 1981, Young became chain ac¬ 
counts manager in the Richmond, Va., 
Chain division in 1983. He was appointed 
trainingmanagerin theHomeOfficein 1985 
and planning manager in 1987. In 1988, 
he returned to field sales as budget and 
planning manager on the South Atlantic 
Sales area staff. He became assistant re¬ 
gional manager in the Winston-Salem Re¬ 
gion in 1990. 


Michael Buckler 

has been appointed 
planning and promo¬ 
tion manager for the 
Mid-Continent Sales 
area. 

Buckler joined the 
company in 1983 as a sales representative 
in the East Houston division, where he was 
promoted to area sales representative the 
following year. In 1986 he was promoted 
to assistant division manager in he Austin, 
Texas, division, and to division manager in 
the Nashville, Tenn., division in 1988, 
Buckler became area manager, person¬ 
nel/administration for the Mid-Continent 
Sales area in 1990. 


Richard Cross 
has been promoted to 
personnel and admin¬ 
istration manager for 
the Mid-ContinentSales 
area. 

Cross joined the 
company in 1981 as a sales representative 
in die Dallas Mid-Cities division, where he 
was promoted to area sales representative 
the following year. In 1983, he was pro¬ 
moted to merchandising manager, field, in 
the Dallas Chain division. Hewaspromoted 
to assistant division manager in the San 
.Antonio, Texas, division in 1985 and to 
division manager in the Tyler, Texas, divi¬ 
sion in 1987. 


Don Fitzgerald 

has been promoted to 
planning and promo¬ 
tion manager for the 
North Central Sales 
area. 

Fitzgerald joined 
the company in 1979 as a sales repre¬ 
sentative in the Tampa, Fla., division where 
he was promoted to area sales representa¬ 
tive the following year. In 1982, he was 
promoted to assistant division manager in 
the Macon, Ga., division in 1982 and to 
division manager in the Lexington, Ky., di¬ 
vision in 1985. 







Source: httn<;://www inriustrvrinmmants ncsf erlii/rlnos/hnfnnnnn 
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Steve Bland has 
beenpromotedtoarea 
manager, finance, for 
theMid-ContinentSnies 
area, 

Bland joined RJR 
Archer in 1977 as a 
financial analyst, In 1983 he transferred to 
RJR Industries Development Corporation 
where he worked as a market development 
manager. In 1985 he re-joined Archer as 
an assistant credit manager and moved to 
the RJR Credit Corporation, Bland joined 
the R.J. ReynoldsTobaccoCompanv'sCredit 
Department in 1987. 

Gary Overfelt has 
been promoted to 
manager, point-of- 
sale/work plan opera¬ 
tions in sales materials 
management 
Overfelt joined the 
company in 1973 as a sales representative 
in the Winston-Salem, N.C., division where 
he was promoted to area salts representa¬ 
tive in 1974. In 1988 he was appointed 
sales personnel coordinator in the Home 
Office Sales Personnel Department Overfelt 
was promoted to sales personnel adminis¬ 
tration manager in 1989. 

Kay Word has 
been promoted to 
manager, sales infor¬ 
mation systems, in the 
Home Office Sales In¬ 
formation Systems De¬ 
partment. 

She joined the LifeSavers organization in 
1984, in their Memphis, Tenn., General 
Office. She separated from the company 
when die office closed. In 1988, she re¬ 
joined R.J. Reynolds Tobacco Company as 
a systems analyst in sales information plan¬ 
ning. Word was appointed to the position 
of sales information manager in 1990. 

George Beas has been promoted to 
division manager in the San Diego, Calif., 
division. He was division training and de¬ 
velopment manager in the North Los An¬ 
geles, Calif., division. 


Lamont Brubaker 

has been promoted to 
division manager in the 
Lexington, Ky., division, 
He was division train¬ 
ing and development 
manager in the same 
division. 

Carl Bryant, II, 
has been promoted to 
division manager in 
the Tyler, Texas, divi¬ 
sion. He was special 
accounts manager in 
the Nashville, Tenn., 
division. 

John Deener has 

been promoted to dis¬ 
trict manager in the 
North Dallas Mid-Cit¬ 
ies district. He was di¬ 
vision training and de¬ 
velopment manager 
in the Dallas division. 

Stephen MacLeod 
has been promoted to 
sales personnel ad¬ 
ministration manager 
in the Home Office 
Sales Personnel De¬ 
partment, Hevvasspe- 
ciai accounts manager in the W. Philadel¬ 
phia, Pa., division, 

Frank Petto has 

beenpromoted to sales 
information manager 
for the North Atlantic 
Sales area. He was di¬ 
vision training and de¬ 
velopment manager in 
the North Jersey' division. 

Teresa Ramer has been promoted to 
district manager in the South Dallas district. 
She was assistant division manager in the 
Wichita, Kan., division. 

Brent Schmidt has been promoted to 
district manager in die South OklahomaCity 
district. He was special accounts manager 
in the South Oklahoma division. 










Junie Sweeney has been promoted to 
division manager in the Tupelo, Miss., di¬ 
vision. She was special accounts manager 
in the South Dallas, Texas, district. 

John Vierra has 
been promoted to divi¬ 
sion manager in the 
San Fernando Valley, 
Calif., division. He was 
special accounts man¬ 
ager in the San Jose, 
Calif., division. 

Mikah Wi ll iams 
has been promoted to 
sales information man- 
agerfortheAdanta,Ga, 
region. He was division 
training and develop¬ 
ment manager in the 
Raleigh, N.C., division. 
Steve Zltta has 
i been promoted to sales 

information manager 
for the Mid-Continent 
Sales area. He was di- 
mvm vision training and de- 
velopment manager in 
the Little Rock, Ark., 
division. 





Source: https:, 
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TO DIVISION TRAINING AND DEVELOPMENT 

MANAGER 

Nancy Berberian 

Oakland, Calif., division 
Patricia Brown 

Eastern N.C., division 
David Cunningham 

N. Pittsburgh, Pa., division 
Tandy Franklin 

S. Chicago, 111., division 
John Kuchem 

St. Louis, Mo., division 
Mario Mena 

Lafayette, In., division 
Ronald Schweitzer 

San Gabriel, Calif., division 
Michael Serrano 

N. Los .Angeles, Calif., division 
Jeffrey Witter 

Bristol, Tena, division 


TO DIVISION SPECIAL AROINTS MANAGER 

Kent Brock 

Austin, Texas, division 
Bob Dobrowolski 

E. Cleveland, Ohio, division 
Donald Grout 

Eastern N.C., division 
Leonard Penkala 

E. Chicago, HI., division 
Stephen Roberts 

Bristol, Tenn., division 
Theresa Scott 

Hartford, Conn., division 
LisaWemtich-Head 

W. Los Angeles, Calif., division 

TOSECRETARV-EIELDSALES 

Lillian Arnold 

Riverside, Calif., region 
Kathleen Austin 

Mid-Westem Sales area 
Miriam Cheek 

Macon, Ga., division 
Lois Lamberty 

Riverside. Calif., division 
LynetteSpiering 

Minneapolis, Minn., region 
ElaineWoolery 

Las Vegas, Nev., division 


TO ASSISTANT DIVISION MANAGER 
Thomas Bagby 

Fort Lauderdale, Fla., division 
Juan Del Valle 

Newark, N.J., division 
William Palmer 

Roanoke, Va., division 
David Parnell 

Covington, Ky., division 
Matthew Raphael 
Mobile, Ala., division 
Marshall Richards 

Providence, R.I., division 
Margaret Smith 

Raleigh, N.C., division 


UT 

M 

CO 

kO 

LO 

fsj 

ON 






*■« »«,; ^ 
toil v 

ite-s '• jM *m fa#,! 
fc'r ' Q idl * 1 ® 1 tel,; 

■ ' iVMi!*: fciPla.,. 

■ J ^ ’ -gf •- ~ ~~ 

’ &lBm Sjfem [ «,J| 

Snlerp* 

*■' A\ 


.ry* r . 


<> 


G- :; 

\ G^' >• v • 


;^MC/ 

*M€* C^ Me G 
C? M<?4 


Don't let the sidewinder ride 
roughshod over your range. 

Hold tough to your brand presence. 

Develop existing accounts. Stress 
quality placements for carton and package 
merchandisers, promotional displays, 
and Preferred Presence programs. 

Give your customers the service they 
deserve so the competition can't fill 
your boots. It'll Increase sales 
for you and for your customers. 

Show that sidewinder you'll be ridin' 
close herd on his territory. Because, 
with his highfalutin payment plans and 
bonus offers, he has just enough rope 
to hogtie himself. 

WE WORK FOR SMOKERS. 
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